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1995 MONARCH Direct Marketing 
Buffalo Region 



Increase volume and SOM among competitive smokers for 
MONARCH In the Buffalo region, 

1. To target two group* of competitive smoker* - competitive 
savings and full pnce/savlngs sensitive - and provide them 
with Incentives to try MONARCH, 




2. To target a third group of competitive emokers * Newport * 
8nd provide them with Incentives to try MONARCH menthol. 


• Mall two versions - menthol and multi-style - onoe par quarter 
throughout 1B85. Offsn (1) 0101P, (1) B2G1F0M (1) S3.00 
4 pks./ctn. in each version. 


In qusrtsr 3, combine the mailings and Croats a bounceback of 
mors coupons for those who redeem the coupon*. 

Offer for mailing: (1) B101P find (1) $3.00 A pkayotn 
Offer In baunoebacK: (2) B1G1F and (1) 82,00 4 pks./ctn, 


1. Redemption rates era significantly higher than estimated 
Menthol: 0101F 13% 

82G1F" - 11% 

$34 pks./otn, 13% 

Multi-Style: 0101F 27% 

B201F 20% 

93 4pks./ccn. 20% 


These rates are from 1st quarter mailing. Redemption rates 
from 2nd quarter am too early to report, but they era redeeming 
lower than let quarter, 


I 


2 . 


Total budget based on new estimates for redemption rata* 
Is I400M, 

5? 

Redemption assumptions for quarters 2 and 4 are: 
Menthol 11% 

Multi-Style 13% ? 

M - 


Redemption assumptions for quarter 3: (to be mailed mid-December) 
Mailer 20% " 

Bounceback 20% 


3. Quantities mailed to; 

j - ! 

■ Qtr. 1.2,4 ■ Menthol *lfi.?oo 
Multi-Style « 35,000 

H 7 

Qtr. 3,-*51,000 
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Source: https://www.industrydocuments.ucsf.edu/docs/zkhnOOOO 
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